The article is devoted to the theoretical grounding and development of practical recommendations for research and formation of motivational aspects formarketing support of innovative activity of industrial enterprises. Methodology of the research of marketing employees atindustrial enterprisesis revealed to clarify the motives of their behavior and the impact on existing businesses activity.Use of internal marketing is proposed to enhance the motivation of marketing employees for improving innovative activity of the enterprises. Application of motivational approach of the internal marketing is proved. This application is based on overcoming objections concerning innovation, study of internal incentives and opportunities for self-development and aims to result in a change and/or innovation, which is achieved through the formation of a balanced scorecard of marketing department, which is provides creation of preconditions to stimulate, support and development of innovation. Scientific and practical approaches are developed for the use of a balanced scorecard to determine sub-processes of marketing activities, as well asin assessing loyalty of the marketing employees.
Introduction
Achieving market success of enterprises with relatively low spending on research work is impossible without use in marketing planning and management processes of innovation. However, most of the industrial enterprise in Ukraine performs marketing research and use marketing information about the market and market innovation rather stochastically. Enterprises for their competiveness should consider marketing as a business philosophy that is based on the analysis of the market situation and learning needs of the market, as a system of methods and techniques, the use of which makes it possible to make the process of moving goods from producers to consumers the most manageable. Under these conditions, special importance has implementation of internal marketing that focuses on relationships and processes within the enterprise and aims to provide a higher level of competitiveness based on motivation and loyalty of employees [1] .
Thus, the essence of internal marketing is that relations between the enterprise and employees are based on the same approach as with clients. Accordingly, customer orientation − the basis of the traditional understanding of marketing -is complemented by a focus on "internal customers" − employees. Internal marketing advantage in this case is ensuring high quality standards at all stages of value creation, not only at the stage of production of the final product [2] .
Internal marketing as a management function in the process of innovation at the enterprise allows to solve issues: organizational and information support of the innovative process, the formation of corporate culture and attractiveness for employees (qualified candidates) coordination of interaction between employees, departments and top managers and between contact employees and customers to optimize the synergistic potential of motivated satisfied employees, ensuring an effective system of motivation and stimulation of labor and effective implementation of corporate objectives and business strategy, etc. [3, 4] . So, internal marketing is an integral part of the overall strategy, a factor creating competitive advantages in the market and an important element of motivation.
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One of the major directions of internal marketing is providing motivational support of managers at all levels. Top managers form the mission and goals of the organization, bringing them to middle managers who implement ideas in the course of business and, ultimately, all employees performing their duties, promote the implementation of the tasks. An important component of internal marketing that promotes innovation and effective implementation of the goals is training. Training should provide a balance of work and compliance thoughts and actions of employees to the goals of the organization. However, educational and training programs are not enough to obtaining success in the implementation of internal marketing. The process of training and daily work is accompanied by a well-established communications and information sharing among employees at all levels [5] .
Literature review and problem statement
Ukrainian scientists have an important contribution to the development of scientific approaches to the study on motivational aspects formarketing support of innovative development of enterprises.
In particular, the problems of motivational aspects of innovative activity for employees of industrial enterprises in transitional circumstances discussed in [6] , according to which the author finds that focus on the innovative development model will be more successful in the case of active use of the human factor − the intellectual capital and enhance the motivational effect on employees.
The Balanced scorecard (BSC) is considered by some researchers [7] as a prerequisite for promotion of innovative activities of the enterprise. According to what is believed that the use of BSC will allow employees to feel the relationship between the results of their work and reward, which will serve as a motivating factor and a powerful incentive for self-training and form a desire to achieve their strategic goals.
Another Ukrainian researcher [7] considers motivational approach of the internal marketing, which is based on overcoming objections concerning the pursuit of innovation, studying internal incentives and opportunities for self-development and aims to result in a change and/or innovation, which is achieved due to the formation of balanced performance of marketing department, providing creation of prerequisites for promotion, support and development of innovation.
Some researchers [8] consider the motivational mechanism of innovative development of enterprises at the strategic and tactical level, and believe that the strategic level of motivational mechanism is a creation of innovative culture, motivation, innovation of each person, butthe tactical level is a formation of motives forinnovative activityin most effective directions for operating.
One of the authors of this article [9] considers the use of marketing approaches to generate innovative potential of the enterprise and update the marketing strategies of innovative development of the enterprises.
However, despite the considerable number of works that have studied the issue of marketing and innovation, the scientific literature is not formed a clear approach to theoretical and practical aspects of the motivational aspects for marketing supportof innovative activity of industrial enterprise, which is why the chosen direction of research is relevant and requires more detailed study.
Aim and purposes of the research
The aim of this article is the need of theoretical justification and elaboration of practical recommendations on research and formation of motivational aspects for marketing support of innovative activity of industrial enterprises.
To achieve this aim, the following tasks are set and solved in the article: 1) review and analyze the features of the application of internal marketing for industrial enterprises;
2) improve the research structuring of marketing employees motivation duringinnovative activity;
3) determine the place and role of internal marketing in stimulating innovative activity of industrial enterprise; 4) consider a balanced scorecard to evaluate the degree of marketing support of innovative activity of industrial enterprises. Economics, econometrics and finance
Materials and methods for research of marketing employees' motivation in the support of innovative activity
One of the most effective instruments of internal marketing should be marketing researches based on survey of the employees to identify the degree of satisfaction with working conditions and their loyalty. Results of such surveys may be used for development and implementation of various technologies and methods of stimulation. Engineering enterprises have particular need for internal marketing.
Market research was conducted to determine ways to stimulate innovative activity of engineering enterprise through the implementation of internal marketing, Exploratory questions and hypotheses on the issue were formed ( Table 1) . Analysis of the responses is the basis for management decisions.
Table 1 Exploratory question and hypotheses on the issue

Exploratory question Hypotheses on the issue
Identify ways of innovative activity stimulation through internal marketing 1. Formation of motivational preferences for innovative activity of the employees 2. Marketing justification for innovation 3. Establishing communication between employees, topmanagers and business units of the enterprise 4. Formation of organizational culture
Note: * -formed by the author
For answers to exploratory question, employees of SE "Novator", PJSC "Ukrelektroaparat" PJSC "Temp" was surveyed. There are the next requirements to enterprises − the presence of marketing and innovation.
It should be noted that the objectivity of studying the motivational aspects for marketing supportof innovative development of industrial enterprises is based on consideration of the matter of this issue by the Center of marketing initiatives of Khmelnytsky National University together with the Department of Statistics in Khmelnytsky region in 2015 by 47 companies, making research data are original and author's. Nonrecurring series was formed (5 % of the population), every twenty employees was surveyed, including top managers (20 %) and workers (80 %). Based on the results of a survey, using questionnaires, show rankingmotivational benefits by employee in response to specific questions and determine directions of changes and innovation to enhance innovative activity through an implementation of internal marketing.
During the survey, employees were asked to ranking motivational benefits that reflect respondents' representations of desired work conditions:
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Research results of motivational aspects for marketing support of innovative activity of industrial enterprise
The results obtained in the survey are significantly different for the studied companies. Thus, the first among the motivational benefits of employees of the State Enterprise "Novator" took those based on the dependence of wage on the results of work (motives 2 and 1 occupy respectively 1 and 2 positions) and psychologically comfortable working conditions (6 and 3 positions of motives 3 and 11). It is worthwhile to point out that the motive 4 − not to be limited by great responsibility, occupies the last position and motive 10 − have a stable work that isn't require continuous improvement and learning, occupiesthe 9 position, which shows how the reluctance limited to the average level of wage and willingness to take responsibility and understanding of relations between staff training and productivity of the work, and between productivity and wage. Motive 8 − providing material comfort, occupies the 7 position, because people are accustomed and adapted to the existing wage and stability and don't want to change anything. It should be noted research results of 2009 and 2015 years don't change [10] .
Given the results of the surveyof PJSC "Ukrelektroaparat" employeeswe can conclude about presence of potential for the innovative development. Thus, the most important motives for the respondents are the motive 6 − possibility of continuous self-development and motive 1 − dependence of wage on the results of the work. Least important are the motive 4 − work doesn't require considerable responsibility and motive 10 − work is stable, needs to perform well-known tasks and responsibilities, indicating the willingness of workers to change.
For employees of PJSC "Temp" the most important motives are thoseprovide financial comfort (motives 2 and 8) and stability (motive 10). The dependence of wage on the work results (motive 1) occupies the last place, confirming the need for employees in the stable, because failure of defined targets resulting in a loss of the usual wage.
In determining occupational abilities that show employees, respondents were asked to those whose expression promotes innovation in the enterprise. Surveys showed similar data, namely the employees in the work process have to actively solve problems that require skills to respond quickly to changes of various kinds. Survey results indicate that the main efforts of enterprises aimed at streamlining production processes and improving the design of the product. A large proportion of the innovations made in management, for answers 15 % of respondents of the SE "Novator", PJSC "Ukrelektroaparat" and 35 % − PJSC "Temp". Less than 10 % of respondents aware of the innovations associated with improvements in marketing activities and system of bonus payment. The most changes, according to respondents, in need of marketing activities and economic rationale for innovation and organizational activities associated with difficulties readjust production (28 % − SE "Novator", 25 % − PJSC "Ukrelektroaparat" and PJSC "Temp", respectively). The presence of difficulties towards technical and design innovations have indicated 21 % of respondents of SE "Novator", 18 % − PJSC "Ukrelektroaparat" 20 % − PJSC "Temp". Employees' inactivity and lack of initiative to improve the work is a challenge of many enterprises, the existence of which indicated 18 % of SE "Novator", 22 % − PJSC "Ukrelektroaparat" 20 % − PJSC "Temp". Among other difficulties there are: problems with certification of products and imperfect of legislation, lack of markets and high risks.
Discussion of results on balanced scorecard usage to evaluate the degree of marketing support of innovative activity of industrial enterprise
The results of the survey make it possible to conclude that hypotheses were confirmed. In the process of enterprise development is important the establishment of the internal marketing of the enterprise. Main taskof the marketing is defining the strategic goals, bringing them to the staff and formation of effective mechanisms to encourage and motivate employees to implement innovation. However, studies show the importance of taking into account the factor of organizational environment on the formation of motivational preferences regarding the activity of employees in the field of innovation. Where organizational culture encourages initiative and desire to improve their work, activity of the employees is much higher.
Formation of organizational culture is one of the strategic goals of the enterprise whose achievement will enable employees to make decisions related to their functioning and motivate Economics, econometrics and finance the enterprise to better perform their work. Most respondents among the motivational advantages distinguish those that are based on depending of wage from the work results, as well as those that provide psychological comfort of the work conditions. In modern terms the importance of marketing justification for innovative activity is updated. Everything mentioned can be achieved by implementing internal marketing using the Balanced scorecard (BSC), which will help to define and calculate the effect of the changes. Strategic indicators included in the balanced scorecard can be viewed as a chain of interrelated goals of four BSC components, related by cause-and-effect relations. At the lowest level is the projection of the "Employees" ("Development"), because achieving goals of "Process" projection is dependent on its work. The quality of employees and internal processes affect the attitude of consumers (customers) of the enterprise, so the next projection on the strategic map is a "Customer." At the highest level of strategy map is "Finance" projection, which reflects the impact of the financial results of the three previous projections [11] . Relevant indicators were developed to determine the effectiveness of the activities. Level of achievement of strategic goals is accessed on the basis of these indicators. Balanced scorecard for the marketing department, which is ensuring the formation of internal marketing and activate innovation in the enterprise, presented in Table 2 .
Marketing department has become the driving force of the enterprise, which will dictate future development because its main goal is prediction, identification, development and customer satisfaction. That is why itneeds to take care of the qualification of employees, encouraging them to increase the number of proposals to improve the quality of goods, works and marketing activities (over 8 years). Significant importance in the motivation and performance of employees is the level of employee satisfactionby work and working conditions, defined employee satisfaction index and should be over 80 %. Determination of the index is based on an anonymous survey of employees.
Formation of organizational culture identifies life values of the employee with life values of the enterprise, coordinates mutual goals, cultivated a sense of belonging to a common cause unites innovative potential of all employees to achieve the goals of the enterprise, providing more value, more individual employee contributions to the overall results.
To assess the quality and extent to achieve those goals (organizational culture in general) we recommend using the following methods: a) questioning by an anonymous survey to determine the confidence of employees to the enterprise, its top managers; b) calculation: − proportion of employees whoknow its strategic goals (80 %); − proportion of employees who support its course of development (65 % from the previous). Increase of highly qualified specialists (skill level) to 10 % in the marketing department for the first year (and education level of employees must comply with the post). Studies show that organizational culture in conditions of its focused cultivation is capable to improve performance indicators such as product quality and profits by 15−20 % [12] , since its formation has become a priority for the enterprise, to active integration of all employees in the process of innovative activity. Formation of organizational culture is always associated with a number of innovations aimed at achieving business goals and remaining competitiveness of the enterprise. According to researches ofAmerican Management Association, the ability to create and develop an organizational culture that encourages innovation and effectively manages changes is among the top three priorities of any business [3] .
Thus, implementation of internal marketing of the enterprise is a comprehensive approach, which tools allow for employees: to participate indiscussion and implementation targets, including marketing, to attractthe employees to the management, to increase their responsibility; informing employees about the progress and implementation of plans (programs) through meetings, briefings, use of information stands, corporate publications; adjustment of feedback and communication between top management and employees; formation of organizational culture and other.
Use of these tools and achieve strategic goals (defined by indicators) in the «Development» projection by BSC employees of the marketing department will enhance the innovative capacity of Economics, econometrics and finance enterprise and innovation to reduce innovative resistance of top management and employees. Training and professionalism level of employees, including the marketing department, affecting the quality information received in the course of market research that is the basis for management decisions. Subsystem of internal information makes it possible to monitor the indicators that reflect the current level of sales, amount of expenditure, amount of inventory, cash flow, receivables and payables, satisfaction level of employees and their willingness to change others. It is also closely interacted and interdependent from subsystems of collection of current external marketing information, which is used to obtain reliable daily information about marketing environment. This information obtained during marketing research from internal and external sources requires the operation of system for analysis of marketing information and formation of databases. The analysis results of obtained marketing information given to the person who makes decisions Economics, econometrics and finance on development of implementation of innovations in the domestic and foreign environments. Database indicator system of marketing innovative system designed to provide objective data to determine the terms and condition of factors for external and internal environments that directly or indirectly affecting the enterprise. The process of making content of the system by defined parameters is flexible and depends on the goals and strategy of the enterprise, but makes it possible to assess the impact of factors and determine the strengths and weaknesses of the enterprise in the implementation of innovation, opportunities and threats to the environment that will promote the adoption of effective marketing decisions under uncertainty and risk.
Indispensable component of modern industrial enterprise in conditions of development of information and computer resources is an effective website that should help solve the following problem: presentation of the enterprise -detailed information about the enterprise and its products, communication -provides information about changes, new products, advice, assistance and support. Communication with investors, shareholders, government agencies, mass media and others are established with the help of the website, attracting new clients through website promotion in the search systems for targeted requests [13] .
Website should be relevant and constantly updated by employees ofthe marketing department, one of the strategic goals in developed BSC for marketing department is developing and improving site content available in English (for foreign partners). Management of the marketing activities of the enterprise that consists in planning, implementation and monitoring plan of the marketing activities is carried out as a result of effective decision-making and should be at least 85 %.
Expanding marketing activities should be the goal for the next year, declare the priority of employee orientation to achieve strategic goals. In addition to standard marketing tools such as advertising, sales promotion, exhibition activities it need to use other, which aren't typical forthis field, but will have a positive impact on customer behavior.
The strategic goal to maintain the image and shaping the brand, determined by the number of positive mentions in the mass media (at least 35 times per year), achieved in the course of action in the field of public relations (effectiveness of PR versus advertising is 5:1) [14] . However, despite the fundamental differences between advertising and PR (advertising has an economic aspect, especially with focus on the consumer, PR have social, cultural and political aspects), these concepts should not be developed separately from each other. Ideally, they should be developed by one team that would include analysts, creative people, advertising specialists, designers, PR-specialists [15] .
Mutually beneficial long-term relationships with partners and customers of the enterprise ensure the stability of the enterprise and increase sales of post pay (not more than 10 %) without any delay in the implementation and will improve customer loyalty and repeat purchases. Implementation of STP-marketing measures will provide the right choice of target audience, segments and generate sustainable competitive position in the market. The most effective targets and indicators achievementfor projections "Development/Employees", "Processes", "Customers" contributes to the targets of "Finance" projection. There is providing sales and profitability.
Providing monitoring indicators identified in four BSC projections, we may obtain comprehensive information on the fulfillment of strategic targets. However, a large number of indicators that change over timecomplicate the analysis. The system of indicators not included indicators such as the assessment of customers, impact of market risks and quality of information as they require a detailed description and can't be limited to certain parameters.
Conclusions
As a result of researchit was proved that: 1) for industrial enterprises to promote innovative activity is appropriate to use internal marketing;
2) internal marketing system for the most effective mix of marketing and innovative activity should be based on overcoming objections concerning of innovation, study of internal incentives and opportunities for self-development, achieved through systematic market research;
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3) internal marketing system should be targeted to result in a change and/or innovation, which is achieved through the formation of a balanced scorecard of the marketing department, providing the prerequisites for promotion, support and development of innovation; 4) use of the balanced scorecard in the operational activities contributing to the achievement of strategic goalsand is not in a simple transfer of historical data for the future. Balanced scorecard as any management tool is adjusted relative to the development of enterprise and changes in the external environment that requires constant updating of indicators to achieve these goals.
